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Shanghai, a city with a population of 13.45 million of which 7.5 million reside 
in the urban area, is a large potential consumer market. The income and the 
purchasing power of the Shanghainese have been increasing at double-digit rates 
during the past few years. The Shanghainese are also famous for their sense for 
fashion and style. In addition to the opening of China's consumer market in recent 
years, Shanghai will no doubt become a place which will attract the high-end fashion 
retailers to invest and open their retail outlets. Before entering a new market, 
marketers must segment their markets and define their target customers. They have to 
understand the characteristics and the consumer behavior of their potential customers 
before developing sound strategies. In this project, the external and marketing 
environment of the menswear retail market in China will be analyzed and emphasis 
will be put on the consumer decision making process of the shopper. A survey of the 
target and existing customers of high-end menswear with respect to their motive for 
buying, their source of product information, their criteria in choosing outlets and 
products, and the influence: in the purchase decision was conducted. Implications for 
marketing strategy were drawn. 
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China, a huge market with 1.2 billion population, has attracted a lot of foreign 
companies to set up outlets there since the opening of the retail sector in 1992. 
A'gainst the background that most of the Chinese consumers were only exposed to 
Chinese products in the past and have now become richer, many foreign companies 
attempt to tap the enormous consumption potential by meeting the pent up demand 
with their quality products. 
In entering a new market, every company should analyze all the environmental 
’ factors together with the internal factors. Knowledge of the Chinese consumer, 
among others, is one of the most important factors in determining the appropriate 
marketing strategy. However, up to present, there is limited research on consumer 
behavior of the mainland Chinese. This project attempts to explore some key factors 
affecting consumers' decisions with an aim to provide some insight to marketers in 
developing their marketing strategies. 
Scop^ 
China is a single country with a very large piece of land. It can be expected 
that people living in different regions would have different cultures and thus different 
behaviors. In fact, China should be treated as a land of many countries where each 
mini-country differs in terms of its income, consumption pattern, culture, etc. 
(Business China. July 26, 1993) In this project, we shall limit our focus to Shanghai, 
the largest city in China. Shanghainese are well known to be fashionable. While 
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Guangdong people love eating, Shanghainese would rather spend on clothing. This 
project is going to explore some consumer behavioral issues relating to Shanghainese 
consumers' purchase of high-end men's apparel. The focus is placed on quality 
menswear instead of some popular labels of menswear because the former is 
apparently the strength of foreign marketers where local manufacturers can hardly 
compete in terms of design and quality. 
With an aim to shed some light on devising a marketing strategy based on the 
consumer behavior patterns, other environmental factors will also be discussed 
briefly. These factors include economic environment, culture, competition，taxation 
matters, legal issues, government bureaucracy, and so on. While the 
recommendations for marketing strategy will be drawn in consideration of 
environmental constraints, the way to tackle the related problems is outside the scope 
of this project. 
< 
St^tem^nt pfPrpbl^m^ 
While the decision making process of the Shanghainese consumer is the focus 
of the project, it is not possible to cover all the related factors. A preliminary study 
conducted through interviews with the customers and staff of chosen outlets revealed 
the following major issues. These include: 
1. the motive for shopping; 
2. the source of product information; • 
3. • the criteria used in choosing an outlet and evaluating high-end menswear; 
4. the influencer in the purchase decision; and 
5. the type of salesperson preferred. 
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Motive for Shopping 
While Chinese consumers demanded only basic necessities in the past, they 
tend to demand more luxurious or better quality of living with their growing 
affluence. Purposive purchases seemed to be more likely in the past and there were 
much fewer nice places to shop at that time. It is not known whether the massive 
inflow of foreign marketers would change their motive for shopping. Knowledge of 
their tendency toward impulse purchases versus purposive purchase would be useful 
in devising a suitable retail strategy on aspects like interior design, point of sale 
display and salespersons' role. 
Source of Product Information 
The foreign marketers are totally new to consumers who can now choose to 
buy imported or foreign goods. Thus, it is important for them to understand how the 
consumers search for information on the products and related trends. Such 
information would provide input in determining promotional strategy. 
Choice of Outlet/Product 
It is also essential to know the major criteria determining the consumer's 
choice of outlet and choice of menswear. It is of interest to know whether consumers 
tend to consider price to be an indicator of quality (i.e., high price infers higher 
quality). The country-of-origin factor would also be examined. 
Influencer of Purchase Decision 
Chinese are known to be collectivists where people tend to make decisions by 
taking into account the views of other people. It is of interest who, if any, would be 
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most influential to a shopper's purchase decision. People's pattern of shopping by 
oneself or with others may also have an influence on the buyer's behavior. Different 
tactics should be adopted by salespersons when approaching consumers who are more 
independent of others and those who are not. 
Type of Salesperson Preferred 
Since salespersons represent the front-line of a retail outlet, it is important to 
know whether mainland Chinese prefer shopping more freely or with the company of 
salespersons. It seems that quite a number of foreign outlets in China adopt the latter 
strategy. This project attempts to answer this question. 
Since market research is quite new and sensitive in China, it is not desirable to 
set a lengthy questionnaire which may scare away customers not only from the survey 
but also, probably, from the shop. The questionnaire is designed to be as concise as 
possible, and can serve only as a preliminary attempt to research the issues mentioned 
above. It is not possible to study all other important issues as well, such as people's 







At the beginning of the research, we lacked sufficient understanding of the 
problem and environment to formulate the research plan. This is due to the fact that 
the location, Shanghai, is far from Hong Kong. We have reviewed many articles in 
‘ journals and magazines about the marketing environment in China especially 
Shanghai. We have attended the Seminar on China Retail Business conducted by Mr. 
Chan Ho Fung of Ryoden Apparel Limited, a firm which operates several retail 
outlets in Shanghai and Beijing selling high-end menswear. 
A visit to Shanghai's retail shops and an exploratory research was conducted to 
.collect ideas and information from a Shanghai retail operation manager, salespersons 
and existing and target customers. In-depth personal interviews were used. The 
respondents were expected to respond to a list of questions prepared beforehand and 
they were encouraged to answer freely. All the questions were open-ended and 
focused on the research objectives stated in Chapter I. 
In the exploratory research, one Shanghai retail operations manager, three 
salespersons and four existing customers were interviewed. The salespersons and 
existing customers are randomly selected from two different retail shops. 
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Descriptive Research 
Descriptive research is employed as it is the ideal method for determining the 
characteristics of certain groups, the attitude and opinion of the people, and the 
motives behind their explicit behaviors. In this research, various characteristics of the 
subject are studied at a single point in time, and we are interested in studying : 
(i) the motive for shopping; 
(ii) the source of product information; 
(iii) the criteria used in choosing an outlet and evaluating high-end menswear; 
(iv) the influencer in the purchase decision; and 
(V) the type of salesperson preferred. 
The target population are the people living in Shanghai aged over 20 who can 
afford to spend money on mid-range menswear in Shanghai. In the first pilot test, 10 
existing customers of 2 shops m Shanghai were randomly chosen to be interviewed. 
The result was rather disappointing in the sense that most interviewees were reluctant 
to complete the entire questionnaire in view of its length. Also, almost all of them 
refused to answer the sensitive question on income. In the revised descriptive 
research, we use judgment sampling. Samples are chosen from the visitors and 
customers of four shops in four different department stores or shopping centers in 
Shanghai. It relies somewhat on the type of visitors to the department store or the 
shopping center and the personal judgment in the selection process of the salesperson 
because there may be a higher probability that the salespersons conduct the interviews 
when the traffic flow is low in the shops. The sample size is taken to be 80 after 
considering the time and budget constraints. 
« 
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Data Collection Method 
Secondary Data 
External sources of data included conference proceedings on the research of 
Chinese consumer behavior and the articles published in journals and magazines on 
the marketing environment of the apparel business in China. Statistical figures come 
from the China Statistical Yearbook 1993. Please refer to the bibliography for a 
complete list of sources. 
Primary Data 
In the exploratory research, we conducted in-depth personal interviews. A list 
of open-ended questions are presented to the target and existing customers, sales 
manager, and the salespersons in a free and casual manner. They were encouraged to 
voice their ideas and opinions. The questionnaire was designed in an unstructured-
undisguised form. We attempted to get the customers to talk freely about their 
behavior, preferences, and habits in selecting and buying menswear while the 
interview with the sales manager and salespersons was intended to get their 
perceptions of consumer behavior with respect to menswear purchase from an 
objective point of view. Please refer to Appendix 1 for a copy of the questionnaire. 
In the descriptive research, we based the design of a structured questionnaire 
on the ideas and insights generated from the exploratory research and secondary data 
collections. Standardized questions are asked and answers with fixed-altematives are 
provided for respondents to choose. This type of questionnaire is chosen because it is 
relatively simpler to administer and easy to tabulate and analyze. The first pilot 
questionnaire (Appendix 2) was prepared and a group of ten existing customers was 
interviewed in Shanghai. The result was very disappointing. Most of the 
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interviewees failed to answer the whole questionnaire since they were reluctant to 
spend too much time on it. Based on the results of the first pilot test, we simplified 
and shortened the questionnaire (Appendix 3) with 14 questions which emphasized 
the following categories : 
1. Demographics : 
Respondents were asked to provide basic demographic data such as sex， 
nationality, occupation and amount spent on clothes for investigating the relationship 
with consumer taste and behavior. Since it is reasonable to assume that income 
correlates highly with the usual monthly spending on clothes, the latter provided 
indicator on the relative level of incomes of different respondents. Direct question on 
income was not asked as the pilot test indicated that the question was totally 
unacceptable to the respondents. 
2. Selection criteria of products and shops and consumer preference question : 
Respondents were asked to rank their criteria in choosing a shop from which 
to purchase. The preference of each criterion is further elaborated in the consumer 
preference questions. 
3. Sources of product information : 
Respondents were asked to complete a series of questions about their sources 
of product information and updated trends. 
4. Shopping habit: 
Respondents were asked to answer a list of questions about their shopping 
habits and influences upon them prior to making a purchasing decision. 
Fieldwork 
The secondary data collection on the marketing environment of menswear in 
Shanghai and Chinese consumer behavior was conducted and analyzed at the very 
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beginning of the study. After that, we started our primary data collection by 
interviewing the retail operations manager, salespersons, and several customers in an 
open-ended question format. The results and insights were summarized in the 
literature review，external environment and marketing environment sections. 
The pilot questionnaire for studying Chinese consumer behavior in the 
purchase of menswear was then prepared. The pilot test was conducted through 
personal interviews with the customers chosen from two shops in Shanghai. Since the 
results of the pilot test were not satisfactory, we revised the questionnaire by 
shortening the length and simplifying the contents to secure a high response rate. 
Personal interview was used and conducted by salespersons in the shops. The 
problem of nonresponse is lower with a personal interview and the face-to-face 
conversation can minimize any incorrect responses due to misunderstanding of 
questions. The salespersons were briefed about the research objectives and given one 
page of notes for the interview. Mandarin/Shanghainese and English are the 
languages used in interviewing, as the target customers are Shanghainese people, 
expatriates, and travelers. A gift was presented to the respondents who completed the 
questionnaire. A total of 64 usable questionnaires were collected, yielding a response 
rate of 80%. 
Analysis 
In order to obtain meaning from the collected data, the following methods are 
used in the data analysis : 
Simple Tabulation 
In order to rank the criteria and preference of consumers in choosing 
menswear in Shanghai, simple tabulation was used to present the frequencies and the 
percentage of individual variables in the questionnaire. The results are included in the 
Research Findings section. 
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Cross-Tabulation and Hypothesis Testing 
Cross-tabulation is used to study the relationships between the five issues 
stated on page 2 and respondents' demographics. Frequencies and percentages of 
individual variables are cross-tabulated with sex, occupation, and usual monthly 
spending on clothing of the respondents. Chi-square tests were employed to 
investigate whether there are any relationships between sets of variables. Normal 
approximation tests for differences between proportions were also conducted to find 




"Following 14 years of economic reform and opening to the outside world, 
China has embarked on liberalizing its domestic consumer market the Chinese 
economy grew by 12.8% in real terms in 1992, and retail sales reached RMB1089 
billion, up 15.7% (in value terms) over 1991"(HKTDC, 1993). Chinese consumers 
have enjoyed a real income growth as well as a rise in the living standard in the past 
few years. The growing number of cash-rich, status-seeking private entrepreneurs and 
their spending patterns have encouraged international retailers of branded luxury 
items to keep an eye on this growing market. Before entering the world's most 
populous market, one should understand the consumer behavior of their most likely “ 
future consumers. 
« 
Motive for Shopping 
Kindel (1983) summarized Chinese consumer behavior in several hypotheses. 
"Chinese are not as likely to be impulsive purchasers in a retail store as are 
westerners." Chinese go shopping for the purpose of buying things. "They are much 
less likely to shop alone in a retail store. Chinese are more likely to shop with 
relatives for personal consumer goods." If the motive of Chinese is straight-forward, 
Kindel further hypothesized that in-store or point-of-purchase promotional materials 




Scmrgg ofProdtict Information 
The consumers can search for product information from many sources, both 
internal and external. Chan T.S. and Lin Gong-shi (1992) have found that when 
Beijing and Guangzhou consumers perceived risk in a buying situation, they would 
ask for a friend's opinion, choose familiar brands, or shop at familiar stores. A 
relatively lower percentage of respondents will read advertisements to get product 
information. Kindel (1983) also laid down a hypothesis that "the informal 
communication channel among Chinese for a given product idea is much faster and 
more wide-spread than would be true in the West." Advertising and promotion is also 
the channel to provide the product information to the target customers. The attitude of 
the Chinese consumers towards the promotion is special, according to Tao Pengde 
(1986)，"Chinese consumers are special in their cultural psychology. Quite a lot of 
them would rather believe authoritative brands such as National Excellence or 
Ministerial Excellence, etc. than pay attention to actual quality of goods...Some 
people are strongly against advertisements that they take advertisements as a kind of 
cheating with the belief that advertisements are made only for unsalable goods." 
Criteria Used in Choosing Outlet and Evaluating High-End Menswear 
Fashion has a list of distinctive criteria from which consumers may choose. 
Sara U. Douglas and Cynthia A. Boeckman (1986) mentioned that "an apparel item 
(as with most other products) is viewed as group of attributes, not simply as a single 
attribute. These attributes may vary from consumer to consumer; this is because the 
attributes that are closely connected with individual needs usually receive the most 
attention." One of the distinct attributes of fashion is the country of origin. M.H. 
Rucker (1986) found out that the "made-in" information does affect consumers' 
product evaluations. Other criteria in making purchase decisions on apparel include 
style, color, quality, price, fitness, and label. The criteria used for selection of a retail 
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store to visit are attractive merchandise, appealing display, good services provided， 
and store atmosphere, as stated by Leslie Yip and Gail Taylor (1987). 
Influencer of Purchase Decision 
Kindel (1983) has hypothesized that Chinese are more likely to be influenced 
by opinion leaders and reference groups than are westerners. The characteristics of 
opinion leaders differ greatly and include older people, political leaders, family elders, 
and authoritarian types. In addition to the opinion leaders, a close personal 
relationship between the store manager or salespeople and the Chinese consumer is 
likely to be much more important since Chinese have been shown to be much more 
influenced by a salesperson than are westerners. The results of the study by T.S. Chan 
and Gong-shi Lin (1992) showed that the most influential group for the Chinese 
consumer was the family, followed by friends, colleagues, salespeople, and 
neighbors. 
Type of Salesperson Preferred 





In examining consumer behaviour, it is essential to scan the environment and 
learn more about the consumers in Shanghai. Such information would provide the 
background against which meaningful interpretations of findings and thus sound 
recommendations can be made. This chapter is divided into two parts - one on the 
external environment and the other on the consumer market in Shanghai. 
External Environment 
China has taken the first step in opening the door to the international world 
since the promulgation of an equity joint venture law in 1979. The subsequent 
opening of four special economic zones, coastal cities, Yantze River Delta, Pearl 
River Delta and so on, together with the provision of tax incentives, prompted 
substantial increases in foreign investment in China. In late 1992, China opened the 
tertiary sector for foreign investment. At present, either wholly-owned foreign 
enterprises or joint ventures (i.e., foreign enterprises with a Chinese partner) can sell 
consumer goods in China in special economic zones and coastal cities through joint-
ventures, franchising, and consignment. 
. T h e retail sector of Shanghai also opened up in 1992. As the largest 
commercial city in China, there are a lot of professionals and entrepreneurs living 
there. Traditionally, it is an important distribution center of consumer products such 
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that people from different provinces go there to shop. The city's two leading retailers, 
Shanghai No. 1 Department Store and Hualian Commercial Building, are the country's 
largest department stores.' 
This section attempts to give a brief account of the macro-environment of 
China and in particular, Shanghai, against which consumers make their purchase 
decisions. The issues covered include the economic environment, legal environment, 
political environment, social and cultural environment, etc. 
Population Demographics 
China is a large country with 1.2 billion population, representing a huge 
potential market for consumer products. The population census in 1990 indicated that 
18.7% of the population resided in cities. Shanghai is the largest city in China, with 
13.45 million in 1992 with 7.5 million living in the urban area. Three and a half 
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percent of the population have received university education in 1990. The household 
size is small - about one-third were 1-2 person households, and 55 percent 3-4 person. 
This is likely due to the birth control of the country. 
The average annual wage is highest in Shanghai among all regions. The 
average was 4,273 yuan per year, 57 percent higher than the national figure at 2,711 
yuan. The wage was as high as 7,043 yuan for privately-owned or joint-venture units. 
The employed population in Shanghai are experiencing 13.8 percent real increase in 
their wage, much higher than the national average of 7.1 percent. More than one-tenth 
of the population in Shanghai have received education higher than technical secondary 
school, much higher than the national average, 3.3 percent, in 1990. 
Economic Environment • 
I Hong Kong Trade Development Council. China's Consumer Market (Revised HditionY 1993. 
« 
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China has been experiencing rapid growth since the open door policy, with an 
average annual growth of 9.3% in Gross National Product during the period 1979-
1993. The GDP for Shanghai in 1993 was US$25.5 billion, with GDP per capita of 
US$1585.2, which is four times the national average. Retail sales of Shanghai in 
1993 amounted to US$10.8 billion, and the per capita retail sales was US$785.3 
The average per capita annual consumption of the non-agricultural population 
was 2,480 yuan at the end of 1993, with an average growth rate of 6 percent per year. 
Consistent with the high income, the per capita consumption was also the highest in 
Shanghai among all regions, 2,704 yuan in 1993. The figure was even higher for the 
non-agricultural population - 3,050 yuan. 
However, the high inflation rate of nearly 24% for the nation and 18% for 
Shanghai in 1994 had eaten up people's real consumption power to a certain extent. * 
The country's central bank, the People's Bank of China, in order to suppress inflation, 
has implemented austerity measures on areas such as investment by state-owned 
enterprises, bank lending, government spending, etc. The slower growth due to 
macro-economic control may decrease their consumption intentions. 
Infrastructure 
The infrastructure in China is by no means adequate, even in major cities. 
Blackouts are common in Guangdong since the existing power stations can hardly 
cope with the rapid developments. Transportation networks are also far from 
sufficient. Delays in railway freight and shipments are common. Also, the 
communication network needs further improvements. 
2 figures from China's Consumer Market Vol.11. McGraw Hill, August 1994. 
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Taxation 
In 1994, China implemented a new system of indirect tax, including a new 
value-added tax, which replaced the consolidated industrial and commercial tax 
(CICT) which was previously applicable to enterprises with foreign investments and 
foreign enterprises. CICT was a turnover tax levied on gross revenues. VAT is 
imposed on the various stages of production and sales cycle, at a rate of 17% in 
general. A real property gains tax is under proposal. Corporate income tax is 33% 
but those foreign joint ventures in special investment areas such as special economic 
zones and open coastal cities still enjoyed tax incentives, with a lower rate ranging 
between 16.5% and 26.4% (Antonio 1994). 
The new system was implemented with very short notice and no consultation, 
in other words, it was implemented with immediate effect. Much confusion arises 
among the corporations and local taxation officials on the interpretation of the tax 
rule. If marketers shift the tax burden to consumers, the consumers then need to pay 
17% extra. Consumption is therefore likely to decrease, given this rise in price. 
Otherwise, if the tax burden is completely absorbed by marketers, sales may not be 
affected, but profitability is likely to be affected. Marketers, under this kind of 
environment, need to strike a balance between the two extremes. Some information 
or judgment of consumers' reactions towards the price changes is essential before 
deciding the extent of a price rise. 
Also, the import tariff ranged widely, to a high of 100%. Consideration for 
local production may be needed to gain cost competitiveness in the case of popular 
labels. 
Legal Environment and Government Bureaucracy 
Although China has many laws and regulations, enforcability is always in 
doubt. First, the laws may be subject to different interpretations by different people or 
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different levels. There is a lot of ambiguity or gray areas. Second, corruption and 
guanxi may play a more dominant role than the law. Every issue is negotiable instead 
of following the rule strictly. Third, some of the laws are inherited from the socialist 
system, which can hardly be implemented in a 'market economy with socialist 
characteristics'. For example, there is a rule governing that a catering outlet cannot 
price its dishes at more than double the food cost. This rule is certainly out-dated and 
not possible for those high class restaurants. Fourth, a court case always suggests a 
damage in the relationship between the plaintiff and the defendant together with 
his/her supporter in the government. Such harm made to the relationship with some 
government officials may present future threats to the smooth operation of the 
plaintiff corporation in China. Therefore, a corporation will hardly consider suing 
unless it is going to back out from China. It is always considered that China is ruled 
by men instead of by law. Guanxi is the most important requirement in order to do 
business in China. 
For similar reasons, the enforceability of a contract is also in doubt. A recent 
example is McDonald's in Beijing. The shop needs to be relocated although there is a 
contract protecting their use of the premises. 
In addition, the legal environment is changing rapidly in China. It is hard to 
cope with so much new or changing legislation. Even the government officials would 
feel confused. For example, the Land Appreciation Tax had once been suspended due 
to a strong lobby from influential HK investors, reflecting that the authorities did not 
fully realize the drastic consequences of the law. There were also some reversions in 
the decision over the application of VAT to certain items, as well as the confusion on 
the refund mechanism involved EBusiness China, Dec 12, 1994，p.4-5). Such frequent 
changes are difficult for corporations to adapt to and observe. There is a recent press 
report (Ming Pao. Feb 25, 1995, p. CI) saying that there will be a price law to be 
launched in 1995, which may affect the retail business. 
Another area which aroused much concern internationally is intellectual 
property. Although there are trademark and service mark laws in China, enforcement 
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of such laws is not likely strong enough to eliminate counterfeiting. There is a general 
feeling that protection of copyrights or patents is still limited in China, due to the low 
penalty upon infringement, and insufficient authority delegated to the relevant 
enforcing government body (Mng Pao. Feb 16,1995, p. CI). But since China and 
US reached an agreement on 26 February 95 on the issue, China may step up its effort 
in fighting against counterfeiting products. Counterfeits would damage the image of 
the original product. More complicated designs or some special features which make 
the product hard to copy may be needed in the product strategy. Promotions to tell 
consumers about the differences between genuine brand name product and 
counterfeits may also be needed. 
On the government structure, although there is a law specifying authority of 
different government departments or different levels of officials, not every official has 
complete knowledge of the whole system. As for foreign enterprises, it is even more 
difficult for them to understand the structure. The recent case of Cheung Kong's 
proposed development in Beijing reflected unclear authority of certain government 
departments. 
The uncertainties in the legal environment of China suggest that foreign 
marketers need to be flexible to cope with the changes. Maintenance of good 
relationship with various government bodies is also essential. This may be done 
through the Chinese partner of the joint venture. • 
Political environment 
The political volatility might affect the government policy on foreign 
enterprises. In addition, the public's caution towards an unstable political 
environment may cause a drop in consumption for high priced goods. Some people 
may even stock necessities to prepare for any unrest. At present, it is rather difficult 
to predict the post-Deng era and the effect on retailers. However, the general message 
. f r o m the Central government is that the open door policy would continue. But there 
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are signs of power struggles in the State Council and some strengthening of Jiang 
Jiamin's power base. Such power struggles may put some foreign enterprises at stake 
should their connections link with those who are losing power. Widening the contact 
c 
network may be a way out. � 
Competitive Environment 
The men's suit market is largely dominated by local production while import 
penetration is virtually non-existent. The market is considered relatively mature. 
However, with the rising income, more men are willing to spend more on high quality 
and fashionable brand names. Branded clothing is usually manufactured in China 
under joint ventures or licensing agreements. Pierre Cardin has long established its 
foothold since 1976. Relatively new entrants include Pierre Balmain, Cerruti, GFT 
group (manufacturer for Armani, Cardin and Valentino) and so on. The rising 
affluence and demand for quality suits also attracted local manufacturers to design a 
new line targetted to young men with higher income in major cities. The price of this 
line of a Carnival Textile Industrial Corp. ranges between Rmb 1,000 and Rmbl,500, 
which falls between the upper end of cheap suits of local producers and the lower end 
of the high-priced market dominated by foreign brands. 
Culture 
. I n general, Chinese culture is characterized by Confucianism. The major 
values include 'jen’，'guanxi', familism, harmony, collectivism, reciprocity, 
homogenity, face and shame, etc. These values reflect to a certain extent the consumer 
behavior of the Chinese. However, judgment must be exercised to consider whether 
such values are applicable to mainland Chinese, and Shanghainese in particular. The 
major cultural values and their implications will be briefly discussed below. 
21 
Chinese tend to place heavy emphasis on personal relations, 'guanxi'. This 
would suggest that somehow a purchase may be made out of 'guanxi' rather than some 
rational decisions. Salespersons need to build up good relationship with their 
customers and maintain the relationships. 
Also, in maintaining relationships and considering reciprocity, Chinese people 
will give gifts to express thanks or even just friendship. The gift-giving behavior has 
created a different type of customer who purchases menswear, e.g., shirts and ties, as 
gifts. One retail operations shop manager said that some people bought a large number 
of shirts for giving to their staff. The 'middle-way' value suggests that the gifts should 
not be very expensive but at the same time, 'face' suggests that a cheap gift of an 
unknown brand is hardly acceptable. If it is aimed to attract such a market, careful 
pricing of such merchandise and build-up of image is necessary. 
The people like to have face, so some Shanghainese still wear suits without 
detaching the label of the brand on the surface of the suit. This suggests that the 
establishment of brand name together with the portrayal of high class or status symbol 
should be effective. The face issue would make people buy things which are accepted 
by their social connections. 
The collectivism suggests that people tend to listen to others' opinions before 
they make decisions. In the case of menswear, the opinions of one's spouse, friends 
and/or colleagues may have an important influence on his decision. The buyer would 
not want a downgrading of his status or image viewed by others when buying a piece 
which is considered distasteful. Sometimes, the buyer may want to have harmony or 
to avoid dispute with his spouse so he will buy a piece of clothing suggested by his 
spouse. 
On the risk-taking or risk-aversion attitude, it seems that Shanghainese can 
readily accept new things provided that the newness would not contradict with social 
values. Social recognition and acceptance is rather important to the successfiilness of 
a new product. 
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It is always argued that the Chinese do not like public confrontation, due to the 
harmony consideration. In other words, they tend not to complain. However, in terms 
of consumerism, the case may be different in China, which is a communist country. 
There is very comprehensive protection of consumers. Consumer rights are believed 
to be a widespread concept among the Shanghainese. Proper addressing of 
complaints is necessary (Chung, Sung and Hon, 1989). 
Marketing Environment 
Market segmentation 
The emergence of a high-income, high-spending class represents a major 
attraction to foreign traders. They are particularly aware of consumer trends overseas, 
and tend to prefer products of higher or better quality, with modem and more 
diversified designs (Hong Kong Trade Development Council, 1993). 
A survey conducted by the Finance and Trade Office, People's Government of 
Shanghai classified the city's nouveau riche in the following occupational categories 
(Leung, 1994). They accounted for about three percent of Shanghai's population, i.e., 
about 0.4 million. 
1. Private-business operators and private-enterprise owners with estimated 
number of 180,000 to 190,000 in this group in Shanghai. 
2. Employees, especially those at management level, of foreign owned 
• enterprises, professionals, senior management and employees on overseas 
postings. 
3. Stock speculators, brokers, agents and dealers of treasury bills, bonds, foreign 
exchange and postage stamps, etc. 
4. Operators and contractors of township enterprises. 
5. Service staff such as tour guides, taxi drivers, and salesmen 
6. Media stars with estimated number of 10,000. 
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7. Returnees from overseas appointments and those with relatives working 
abroad. 
8. Double-income, second-job holders. 
The first three groups above constitute the target market of high-end men's 
wear, especially suits, of foreign marketers in Shanghai. 
A recent study conducted by Fudan University (Ming Pao. Feb 22, 1995, p. 
B3) revealed the preferences of these groups, together with other white collar workers 
in Shanghai such as civil servants and salespersons. 
They were generally considered to be high income, high qualification, high 
occupational status, 'brain' workers. These people enjoyed life and had good taste. 
Three-fourths of the white collar groups have received tertiary education. These 
people tended to be aggressive and willing to take risk. They would stay at home in 
the evening to read books and newspapers, watch television, and listen to music. They 
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prefer gatherings at restaurants, coffee shops, and karaoke bars instead of at home. 
More than half said that they did not like trendy fashions. 
Product 
Clothing in China in the 70s has been a basic necessity rather than a luxury 
item. Most of the items were locally made. There were limited choices on the fabric 
or the design of the clothing. Although Shanghai people are particularly aware of 
consumer trends overseas, they can hardly find imported fashions in retail stores. 
After the retail sector opened up，foreign enterprises or joint ventures can sell 
consumer goods in China. The products of the foreign enterprises can be divided into 
two types: imported items and joint venture products. The imported items, which are 
directly imported from overseas through the organization having importing rights, are 
subject to a very high import duty of 120%. Most of the imported items are branded 
apparel which are famous for quality and design and sold at a higher price. The joint 
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venture products are those produced in the joint venture factories in mainland China. 
The design and fabrics are imported from overseas and only the manufacturing 
process is shifted into China. The JV products, having good quality and design, are 
not subject to the high import duty and hence are sold at a cheaper price. The Chinese 
consumers generally consider joint venture products as 'imported goods produced in 
China'. Given prevailing consumer preferences, JV products will continue to be 
popular. Since the prices of imported products are too high, while products by state-
owned factories are often inferior in quality and packaging, JV products fill the gap in 
terms of price and quality. 
Price 
.There is a yawning gap between the prices of imported goods or joint venture 
products and the local products. The imported goods, aftei adding the import duties 
and taxes, are too expensive for most Chinese. The price of a suit in a local store is 
only a few hundred yuan, while the one sold in a foreign invested retail outlet may 
range from a thousand to twelve thousand yuan, depending on the brand and the 
country-of-origin. The pricing strategy for most imported items is only targeted to a 
small group of Shanghai people who have a high income and high consumption power 
and are willing to pay for the quality and status of the imported products. 
The high-end menswear, which are using the high price strategy, must be able 
to build brand awareness and the quality image to ensure that their consumers are 
willing to pay the high price. Although the price of a product could be interpreted as 
an indicator for quality and also a surrogate for social and psychological satisfaction, 
high price strategy only can hardly succeed due to the severe competition of the high-
end menswear in Shanghai and the customers have numerous choices of brands they 
have never known or heard of before. 
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Distribution 
Shanghai is a major retail market for clothing in China. The clothing retail 
business in Shanghai in 1993 amounted to US$1.4 billion. There are many large 
department stores in Shanghai such as the Shanghai No. 1 Department Store and the 
Shanghai Hualian Commercial Building, where sales figures were ranked as first and 
second in China in 1992 and amounted to RMB1350 million and 1035 million, 
respectively. Besides the traditional state-owned department stores, many joint 
venture department stores were opened in Shanghai. The first western-style 
department store and shopping complex in Shanghai was the six-storey Sincere outlet, 
which was opened in Jan 1993 on Nanjing East Road, the city's traditional shopping 
street. Other joint venture department stores or shopping centers opened in 1993 are 
listed in the table in Appendix 4. Yaohan plans to open a JV outlet with Shanghai's 
venerable No. 1 Department Store in 1995. The 136,000 sqm complex will be labeled 
as Asia's largest shopping center and is positioned in the rapidly developing new 
economic zone of Pudong in east Shanghai. Most of these retail premises are located 
in the heart of the city's central business district, concentrating in particular along 
Nanjing Road, Huaihai Zhong Road, and Chaoxi Road North. However, as the city is 
going through many and varied city developments (e.g., opening of new JV 
department stores, construction of underground railway, and active development of 
the Pudong district by the government), the flow patterns of consumers may change 
drastically. Hence, there is no golden rule for the selection of the location. In 
addition, the customer traffic flow of the shopping centers or department store 
depends on the brand or product mix of the centers. The example of Manhattan Plaza 
located in Nanjing Road, which is the central business district, has faced problems of 
low passenger flow since the product and shop mix in the plaza is not well controlled 
and the image of the plaza is not clear, thus leading to the problem of low occupancy 
rate and low traffic flow. 
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All the joint venture department stores or shopping centers are of western style 
and luxury merchandise is displayed on open-shelves. The interior is well decorated 
and air-conditioned. They provide a more spacious and comfortable shopping 
environment for the customers, as contrasted with the local stores. Current rental 
levels of the foreign invested department stores vary significantly, ranging from 
US$139 to US$517 per sqm per month, comparable to shops in locations of similar 
status in Hong Kong. 
Promotion 
As the world is setting its sights on China and marketers are struggling for a 
dominant position in this rapidly growing consumer market, more multi-national 
firms have dramatically increased their advertising expenditures in the past few years 
and China has seen the world's fastest growth in the advertising industry. The 
advertising expenditure has increased at an average annual rate of 45% between 1983 
and 1992. However, the expenditure is still relatively small, representing 0.81% of 
China's GNP. China's media market has the highest inflation in the world, at 25%, but 
compared with other countries, rates are still low. 
There is no standard system in the China media market as to which rates are . 
negotiable. There are basically three kinds of rates applied to the advertiser: local, 
joint venture and foreign. The local companies enjoy the major advantage of paying 
only 25% of the rates paid by foreign companies importing products, and 40% of the 
rates paid by joint ventures. 
Mass media is one of the best ways to reach the Chinese consumer. According 
to SRG Media Index 1994，as many as 69% of people in Shanghai aged over 12 read a 
daily newspaper yesterday, 79% read a weekly newspaper, 83% watched television, 
64% listened to the radio, and 47% read a monthly magazine last month. 
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Print Media 
The newspaper media has high penetration in Shanghai, but the quality of the 
printing is poor. There is only limited advertising space, about 1 to 2 pages, and 
hence the booking lead time of a month is required. The evening newspaper, where 
entertainment or leisure reading can be found, is read by most of the Shanghai people 
at home. 
There is a wide range of magazines available, but the printing quality of the 
local magazines may not be as good as the worldwide ones. Worldwide magazines 
such as Elk, Avenue, and Marie Claire have started to enter the market. The 
penetration of magazines is moderate, and the readers are skewed towards the better 
educated sector, due to the prestige prices of the magazines. 
Broadcast Media 
Normally, there are no commercial breaks during TV programming. 
Commercial breaks during prime time are very cluttered, e.g., a commercial break 
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before or after a drama series can last up to 8 -15 minutes. 
City radio has better coverage than national. Many overseas radio programs 
enter the China market and program sponsorship has been widely adopted by 
advertisers. The first three radio program preference of Shanghai people are the new, 
music, and cultural programs. 
There are many varieties of the media channels, e.g., billboard, neon sign, 
light box, wall sign, banner, bus stand, bus panel, rear glass on taxi, giant screen, 
subway poster, sky air-ship, telephone booth, etc. All the above may be a good 
channel of promotion for the high-end menswear. 
Personal Selling 
The retail shops in China in the past were only the places for buying and 
selling transactions and the salesperson was the one to collect the money and give you 
the goods. Since all the retail outlets were owned by the government, they did not 
have to compete for the customers in order to make a profit. There was no incentive 
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for the salespersons to perform better, as the performance reward system was absent. 
Most of them do not have a concept of customer services, sales skills, quality, profit 
and loss. After the foreign investors have entered the China retail business, the picture 
has been changed. We can see that many joint venture retail outlets employ nice-
looking, uniformed, well-trained and disciplined salesladies with smiling faces. These 
are the results brought by the competition and western style of retail management. 
Retail business in China has the advantages of attracting the better quality individuals 
in the society by offering a higher pay and better working conditions. However, 
China's culture as a fusion of traditional Asian values and a bureaucratic mind 
bequeathed by forty years of communist rule is deep rooted in the people's behavior. 
The retailers have to understand their characteristics and provide more training and 




Results of Descriptive Research 
Cross-Tabulation 
Cross-tabulation is carried out to examine the relationship between the issues 
under study and the demographic variables including usual monthly spending on 
clothes, sex and occupation. The monthly spending on clothes serves as an indicator 
for income since it is not possible to collect the latter information directly from 
respondents. 
In fact, the cross-tabulation indicates that different results were obtained across 
respondents with different level on spending on clothes while the other demographic 
variable did not seem to matter. In the following, the focus is therefore placed on the 
relationship between the issues and the monthly spending. In addition, wherever 
appropriate, other variables beside monthly spending are used in the cross-tabulation. 
For more meaningful interpretation, respondents were categorised into two 
groups - those with spending below Rmb 1,000 and those with spending on or above 
Rmbl',000 - so as to obtain sufficient sample base. In the latter section, it is attempted 
to test whether there is any significant difference between respondents of different 
spendings. Relationship between spending and some selected issues will also be 
tested. 
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Motive for shopping 
TABLE 1 
MOTIVE FOR SHOPPING 
Motive for Shopping Spending on clothes Spending on clothes Total 
<RmblOOO >RinblOOO 
Freq. Percent — Freq. Percent ~ Percent 
leisure 4 1 9 % ^ 3 7.5% = 10.9% ^ 
"To meet friends 1 4 . 8 % ~ 1 — 2.5% ~ 3.1% 
"To kill time 2 ~ ~ 9.5% 4 10% 10.9% 
"To date 1 — 4.8% 1 2.5% 3.1% 
To know recent 10 47.6% fo 25% 343% 
trends 
"To buy things 10 47.6% 26 65% 56.2% 
Base: 21 40 一 一 64 _ 
Note : Multiple responses are allowed. 
Three respondents did not disclose their usual monthly spending on clothes 
and their responses are not separately shown.< 
It seemed that the respondents tended to shop with a particular purpose. Over 
half (56%) of the respondents revealed that "to buy things" was their reason for 
shopping and about one-third (34%) gave the reason of "to know the recent trends". 
(Table 1). Only 11% treated shopping as a leisure activity and another 11% for killing 
time. ‘ 
The pattern differs slightly across spending groups where a higher percentage 
of lower spending respondents shopped for acquiring knowledge about the recent 
trends" and for leisure. On the other hand, a higher percentage of higher spending 
respondents shopped with a purpose to buy things. 
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Source of Product Information 
TABLE 2 
SOURCE OF PRODUCT INFORMATION 
Ways to know Spending on clothes Spending on clothes Total 
reputable brands or < Rmb 1000 > Rmb 1000 
outlets 
Freq. Percent Freq. Percent 一 Percent 
' t V advertisements ‘ 4 19% ‘ 10 25% 21.9% 
Newspaper ads 1 “ 4.8% 4 10% 7 . 8 % ~ 
l^agazine ads 5 2 3 . 8 % ~ 19 47.5% — 39.1% 
~Ms on MTR 0 0% — 1 2.5% “ 1.6% 
"Ads on light box 5 23.8% 2 5% 10.9% 
Friends/colleagues/ U 52.4% 10 " 25% 3 4 4 % ~ 
relatives 
'Ms on bus 1 4.8% 2 5% 6.3% 
Sold in prestigious 10 47.6% 16 40% 4 3 ^ 
shopping centers/ 
department stores 
Others 1 “ 4.8% “ 2 5% 4 J % ~ ~ 
Base: - 21 一 40 — ^ < 
Note : Multiple responses are allowed. . 
Three respondents did not disclose their usual monthly spending on clothes 
and their responses are not separately shown. 
Similar to the above findings, relatively more respondents (44%) found that 
department stores or shopping centers provided them with information about the 
reputable brands or outlets for suits. Other major sources include magazines (39%), 
friends, colleagues and relatives (34%), and television advertisements (22%). It is 
worthwhile to note that while newspapers have the widest coverage, only 8% 
considered this as a source of information about brand names (Table 2). 
For high-end menswear, which should be aimed at the high income group, it 
seemed that magazines are the most effective means for informing them about the 
brand names. The lower income group more commonly considered shopping at 
department stores and large shopping centers as a way to know the brand names. The 
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influence of the informal channel of friends, colleagues and relatives is also 
significant for the lower income group. 
There did not seem to be any major differences between men and women with 
respect to channels through which they learned about the reputable brands or outlets. 
Criteria Used in Choosing an Outlet and Evaluating Menswear 
TABLE 3 
CRITERIA IN CHOOSING AN OUTLET 
Factors affecting Spending on clothes Spending on clothes Total 
preference of outlets <RmblOOO >RmblOOO . 
Freq. Percent Freq. Percent Percent 
'Convenient location — 5 6 15% 17.2% 
ISerior design 10 47.6% ~ 13 32.5% 37.5% 
Attitude of 13 61.9% Yl f f lVo 703% 
salespersons 
"Price 10 47.6% 14 35% 37.5% 
Quality or design of 12 57.1% n ^ 714%""“ 
products 
Variety of products “ 1 4.8% — 5 12.5% ~ 9 ^ 4 % 
Reputation — 5 23.8% 8 20% 214% 
Country-of-origin 4 — 1 9 % 13 32.5% ~ 
Others 0 ， 0% 1 2.5% 1.6% 
Base: 21 一 一 40 ^ 
Note : Multiple responses are allowed. 
Three respondents did not disclose their usual monthly spending on clothes 
and their responses are not separately shown. 
Quality or design of a suit (73%) and attitude of salespersons (70%) were the 
most popularly cited factors affecting the choice of a retail outlet. Other common 
factors include price (38%), interior design and atmosphere (38%) and country-of-
origin (31%). Relatively fewer people (17%) considered convenient location to be 
important (Table 3). The convenient location of the retail outlets is considered to be 
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relatively less important to the higher income group than the lower one, which may be 
due to their higher spending power for transportation expenses. 
TABLE 4 
ATTRIBUTES POSSESSED BY A GOOD QUALITY SUIT 
Attributes Spending on clothes Spending on clothes Total 
possessed by a <RmblOOO >RmblOOO 
quality suit 
Freq. Percent Freq. Percent Percent 
Good texture of 15 71.4% 30 75% W W o ^ 
material ^ 
"Good cutting 16 — 76.2% 29 72.5% 75% 
Good craftsmanship 16 76.2% 27 67.5% ~ 
HTgh price . 1 ~ 4.8% 1 2.5% 3.1% 
Nice outlook 10 47.6% 13 3 2 . 5 % ~ ^ 9 % 
Foreign brands 一 0 0% 2 5% ~ 3 A % 
Product 0 0% 4 6 3 % ~ 
manufactured < 
overseas 
Others 0 0% — 0 一 0% 0% 
Base: — 21 40 ^ 
Note : Multiple responses are allowed. 
Three respondents did not disclose their usual monthly spending on clothes 
and their responses are not separately shown. 
Since quality of products was the most popular criterion in choosing an outlet, 
it is important to know how respondents assess quality. It is found that good cutting 
(75%), good texture of material (73%) and good craftsmanship (69%) were the 
essential features. Also, it was found that very few respondents considered products 
manufactured overseas (6%), foreign brands (3%) and high priced products (3%) to be 
essential features of good quality products (Table 4). However, it was also found that 
most respondents agreed that high priced suits generally possessed good quality 
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(71%) and the percentage was slightly higher for the higher spending group (Table 5 
below). 
TABLE 5 
THE PERCEPTION OF THE RELATIONSHIP BETWEEN PRICE AND 
QUALITY OF PRODUCT 
Higher priced Spending on clothes Spending on clothes Total 
products possess < Rmb 1000 > Rmb 1000 
better quality 
Freq. Percent Freq. Percent一 Percent 
"Agree 14 _ 6 6 . 6 % ~ 29 •72.5°/" 7 1 . 4 % ^ 
"^sagree 7 33.3o/o 11 27.5o/o 28.6% 
Note : Three respondents did not disclose their usual monthly spending on clothes 
and their responses are not separately shown. 
Concerning the price of products, which was also one of the most commonly 
cited criteria in choosing an outlet, it is not surprising to find that the higher spending 
group tended to be less concerned about the price than did the lower spending group 
(Table 3). Therefore, this suggested if the target customers are the high income group, 
then the marketer has more latitude in deciding the price. In addition, it is worthwhile 
to find out how much the consumers can tell about the cutting or material of a suit. If 
they possess that knowledge, pricing must be careful to ensure that the products are 
value for money. However, if they are not able to judge, then a higher price can serve 
as a cue for good quality (Table 5). 
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TABLE 6 
PREFERENCE FOR THE STYLE OF A SUIT 
Preferred style of a suit Freq. "”Percent 
"lassie 14 ~ 4 . 6 % 
"Trendy — 30 52.6% 
Designer label 9 15.8% 
"others 4 7 . 0 % ~ 
Base (excl. those not responding to this question): 57 
The style of a suit is also an important criterion. Most respondents said that 
they preferred a trendy style (53%), as compared to a classic style (25%). Only 16% 
said that they preferred a designer label. In this project, it is not possible to find out 
what these consumers perceive as trendy. However, it is felt that the style should be 




PREFERENCE FOR COUNTRY-OF-ORIGIN 
Preferred country-of-origin Freq. Percent~ 
"uSA 2 10% 
"E^ope 13 一 65% 
"Hong Kong 3 — 1 5 % 
lapan — 12 60% — 
China 1 5% 
"oFhers — 3 15% 
Base (respondents who considered country of 20 ‘ 
origin as an important criterion in choosing an 
outlet) 
Note : Multiple responses allowed. 
Regarding country-of-origin, 65% out of those who considered this an 
important criterion preferred merchandise produced in Europe, and 60% preferred 
Japan (Table 7). Given the importance of this factor, foreign marketers may further 
explore the country-of-origin effect on consumers. 
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Influencer of Purchase Decision 
TABLE 8 
ACCOMPANYING PERSONS DURING SHOPPING 
Persons to shop with Spending on clothes Spending on clothes Total 
< Rmb 1000 > Rmb 1000 
Freq. Percent Freq. Percent Percent 
By oneself _ 1 = 33.3% _ 13 32.5% 33.3% 
Spouse — 7 — 33.3% ~ 13 " 32.5% 31.7% — 
Friends/colleagues 一 7 33.3% 17 42.5% 39.70/0 
Parents — 1 一 4.8% 0 0% — L ^ 
Brothers/sisters ~ 2 — 9.5% 1 ‘ 2.5% 
Base: 21 一 40 ^ 
Note : Three respondents did not disclose their usual monthly spending on clothes 
and their responses are not separately shown. 
Multiple responses on whom to shop with are allowed. 
TABLE 9 
INFLUENCER OF THE PURCHASE 
Whether listen to others' Those who shop Those who shop 
opinions before making a usually by themselves usually with others 
purchase 
Freq. Percent ^ Freq. Pe rcen t~ 
Yes ~ 5 23.8% 31 — 81.6% 
No — 16 76.2% 7 K W o ~ 
Listen to whom for those 
who listen to others’ opinions 
Friends/colleagues 3 14.3% 19 50% 
Spouse/lover 0 “ 0% — 16 一 42.1% 
Salespersons 1 4.8% 7 1 8 ^ 4 % ~ 
Parents 0 0% 1 2W0 
Brothers/sisters 0 0% 2 5 3 % 
Others 1 4.8% 0 0% 
Base (excl. those who did not 21 33 
respond to the question): 
Note: Multiple responses on whom to listen to are allowed. 
(I 
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Two-thirds of the respondents went shopping with other people, most likely 
with friends (40%) and spouses (32%) (Table 8). The results did not differ between 
the two spending groups. Among those who shopped with others, over 80% said that 
c 
they would consult their friends, spouses, or other people before making a purchase 
(Table 9). In fact, 18% of them would even consult salespersons. Therefore, 
salespersons should always be ready to help. 
As regards the one-third who went shopping alone, 24% of them would still 
consult other people's opinions. That suggests that they may come back to purchase 
the merchandise at a later time. 
Type of Salesperson Preferred 
TABLE 10 
< 
PREFERENCE FOR TYPE OF SALESPERSON 
Type of salesperson Spending on clothes Spending on clothes ""“Total 
preferred <RmblOOO >RinblOOO 
Freq. Percent 一 Freq. Percent Percent 
accompany you and 5 25% 5 12.8% 16.1% 
actively introduce 
products • 
accompany you and only 6 30% 13 33% 33.9% 
provide service upon 
your request 
leave you to shop by 9 45% T\ 53.8% 
yourself and only provide 
service upon your request 
Base (excl. those who did W 39 62 
not respond to the 
question):. 
Note : Three respondents did not disclose their usual monthly spending on clothes 
and their responses are not separately shown. 
38 
Since salespersons play a key role in the retail business and affect very much 
the choice of an outlet by consumers, it would be useful to find out what type of 
salespersons customers prefer. The majority of respondents (50%) preferred 
salespersons who allow customers to shop by themselves. The figure was relatively 
higher among the high spending group. About one-third of the sample preferred 
salespersons to accompany them but to remain silent unless assistance or advice is 
requested. The remaining 16% preferred that salespersons accompany them and 
actively provide advice. 
This suggested that for high-end merchandise targeting high-end customers, 
salespersons should let customers shop alone but let them know that they are always 




Motive for Shopping 
It is postulated that since the higher income group tends to be busy and time 
conscious, they are more likely to make purposive purchases than the lower income 
group. Since income data are not available from the survey, the monthly spending on 
clothes is taken as an indicator. The following two-by-two contingency table is 
constructed from Table 1 for use in the Chi-square test to test for any difference 
between the two groups. (Table 1 cannot be used directly for Chi-square test because 
multiple responses are allowed.) 
Hypothesis 1 
Motive for shopping vs. Spending 
Ho： There is no relationship between amount spent on clothes and purposive purchase 
Hi： There is relationship between amount spent on clothes and purposive purchase 
Whether "to buy things" Spending on Spending on 
a motive for shopping clothes clothes 
<RmblOOO >RmblOOO 
Yes 10 26 
No I 11 I 14 
Test statistic = 1.7199 (Formula for compiling test statistic is at Appendix 5.) 
Prob > Test statistic = 0.1897 
Do not reject H � a t 5% level of significance since 0.1897 > 0.05. 
Therefore, the amount spent on clothes is not significantly related to whether "to buy 
things" a motive for shopping. 
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Source of Product Information 
Table 2 indicates that magazines seem to be a more effective means for 
communicating product information to the higher income group than the lower 
income group. This might be because magazines are more popular among the high 
income group, due partly to the high subscription fees. 
Hypothesis 2 
Magazine as source of product information vs. Spending 
Ho： There is no relationship between amount spent on clothes and use of magazines as 
a source of information 
Hi： There is a relationship between amount spent on clothes and use of magazines as a 
source of information 
Whether the use of Spending on Spending on 
magazines as a source of clothes clothes ‘ 
information �RmblOOO ^RmblOOO 
Yes 5 19 
No I 16 I 21 
Test statistic = 3.2385 (Formula for compiling test statistic is at Appendix 5.) 
Prob > Test statistic = 0.0719 
Do not reject H � a t 5% level of significance since 0.0719 > 0.05. 
Therefore, the amount spent on clothes is not significantly related to the use of 
magazines as a source of information. 
Criteria Used in Choosing an Outlet and Evaluating Menswear 
It is postulated that the high income group, as compared to the low income 
group, tend to be less concerned about the convenience of a location and the price, due 
to their higher spending power. On the other hand, they place greater emphasis on the 
product quality as well as country-of-origin, as quality clothing is a symbol of status 
and achievement. Country-of-origin is likely an indicator of quality to them. 
t< 
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Hypotheses 3-6 are therefore formulated to test the differences between the two 
groups. Normal approximation test (i.e. normal approximation to binomial 
distribution) is adopted to test the direction of the difference between two proportions. 
The percentages are extracted from Table 3. The formula for compiling the test 
statistic is at Appendix 6. Also, it is postulated that the majority of the high income 
group considered price as an indicator of quality. Hypothesis 7 is formulated and the 
compilation formula for the test statistic is at Appendix 7. 
Hypothesis 3-6 
Criteria used in Choosing Outlet / Menswear vs. Spending 
Hq: High spending group cio not differ from low spending group in choosing an outlet. 
Hi： High spending group are 
a. less concerned about convenience of the location 
b. less concerned about price 
c. more concerned about quality 
d. more concerned about country-of-origin 
than low spending group in choosing an outlet. 
Factors affecting Spending on Spending Test Prob> Result 
preference of outlets clothes < on clothes statistic test (5% level of 
Rmb 1000 ^ statistic significance) 
RmblOOO 
Convenient location 23.8% 15% 0.8503— 0.1976 Do not reject Ho 
Price ""“ 47.6% ~ 35% 0.9586 0.1689 D o j i o t r e j e c ^ 
Quality or design of 57.1% ^ 1 .89180 .0293 Reject H o ~ 
products 
Coimtry-of-origin 19% 32.5% “ 1.1134 "5^1328 Do not reject Ho 
Therefore, the high spending group places significantly more emphasis on quality than 
the low spending group, but they do not significantly differ on other factors. 
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Hypothesis 7 (To test whether the majority of the high spending group 
considered higher priced products possessed better quality) 
Ho: Half or less of the high spending group consider . higher priced products 
possessed better quality. 
Hi： More than half of the high spending group consider higher priced products 
possessed better quality. 
Proportion of high spending group considered higher priced products with better 
quality = 72.5% 
Test statistic = 2.8461 
Prob. > Test statistic = 0.0022 
Reject Hq at 5% level of significance. 
Therefore, the majority of high spending group considered higher priced products 
possessed better quality at 5% level of significance. 
< 
Influencer in Purchase Decision 
As Chinese are known to have a collectivist culture, it is expected that they 
tend to shop with others and consult others before making a purchase. The following 
two hypotheses are tested against this claim. 
Hypothesis 8 
Ho: Half or less of the high spending group shop by themselves. 
Hi: More than half of the high spending group shop with accompanying persons. 
Proportion of high spending group which shopped with accompanying persons 
=67.5% 
Test statistic = 2.2136 (Compilation formula is at Appendix 7) 
Prob. > Test statistic = 0.0134 
Reject Ho at 5% level of significance. 
Therefore, the majority of high spending group shopped with accompanying persons. 
Hypothesis 9 
Ho: Half or less of the high spending group consult others before a purchase. 
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H| ： More than half of the high spending group consult others before a purchase. 
Proportion of high spending group which consulted others before a purchase = 55% 
Test statistic = 0.6325 
Prob. > Test statistic = 0.7325 
Do not reject H � a t 5% level of significance. 
Therefore, there is no significant evidence that the majority of the high spending 
group consulted others before a purchase. This indicates that this group may be more 
decisive. It might be because they have more income and need not hesitate on a 
purchase. Another possible reason is that the higher income 劲oup tends to make 
decisions on their own during their daily working lives. 
Preferred Type of Salespersons 
It is not certain whether any difference exists between the two spending groups 
regarding the preference for types of salespersons. This can provide implications as to 
the design of strategy for high-end menswear targetting to the higher income group. 
As such, a chi-square test is conducted to test the following hypothesis. 
Hypothesis 10 
Hq： There is no relationship between amount spent on clothes and preferred type of 
salespersons. 
Hi： There is relationship between amount spent on clothes and preferred type of 
salespersons. 
Type of salespersons preferred Spending on Spending on 
clothes < clothes ^ 
RmblOOO RmblOOO 
accompany you and actively introduce 5 5 
products 
accompany you and only provide service 6 13 
upon your request 
leave you to shop by yourself and only 9 2I 
provide service upon your request 
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Results: 
Test statistic 0.4655 
Prob > Test statistic 0.4951 
Do not reject H � a t 5% level of significance since 0.4951 > 0.05. 





CONCLUSIONS AND RECOMMENDATIONS 
Shanghai is a large potential consumer market for the high-end menswear as 
the real purchasing power of the Shanghainese continues to rise in the coming 
century. Understanding the purchase decision making processes of the target 
customers will undoubtedly enable the marketers to plan and implement more 
effective strategies. The major areas covered in this study include: 
1. the motive for shopping; 
2. the source of product information; 
3. the criteria used in choosing an outlet and evaluating high-end 
r 
menswear; 
4. the influencer in the purchase decision; and 
5. the type of salesperson preferred. 
The results of this study suggest that high-end consumers tend to make 
purposive purchase. Magazines are found to be a popular medium for them to get 
product information. High-end consumers place significant emphasis on quality of 
products and most of them believe that price is an indicator of quality. They tend to 
shop with accompanying persons and are likely to consult others before making a 
purchase. The majority of them prefer salespersons not to actively give them advice. 
Instead, they prefer to be left alone. 
Since this project stresses mainly on the decision making process of the 
Shanghainese, we will use the results of the descriptive research about the 
Shanghainese consumer to draw some marketing implications for product, price. 
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place, and promotional strategies. The environmental factors will be taken into 
account wherever necessary. 
Target market 
The target market of the high-end menswear should be the high income group 
who are willing to spend on clothing. These people tend to shop with a specific 
purpose in mind and they can afford the higher priced clothing. They are also more 
decisive in making purchase decision. Foreign marketers should have a niche in 
exploring this market given their expertise in producing quality clothing. This market 
also has good market potential, in view of the rapid economic growth of Shanghai as 
an important financial centre in China. 
Product 
Product quality is the primary concern of the higher income customers in 
choosing an outlet. More specifically, the cutting, design, material, and craftsmanship 
are the most important criteria in selecting menswear. Most of the factors depend on 
quality control during the manufacturing process. If the consumers are 
knowledgeable about these concepts, the standard of these factors must reach a certain 
level so that the consumers can consider them value for money. No matter how much 
the consumers know, the above four factors may be used as the theme for promotion. 
The im^ge of a quality product should be built up in consumers' minds. If the product 
is of high quality, teaching the consumers to identify the good and bad characteristics 
may help establish a quality product image. Once an attitude is formed, the Chinese 
values of loyalty and harmony would suggest a very high degree of brand loyalty. 
The size must be tailored for the Shanghainese physique. The retailers should 
try to select those items (for imported goods) and design (for joint-venture goods) 
which well suit the-size of the Shanghainese people. It may be feasible for the joint 
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venture retailers to adjust the size specifications of the products produced in JV 
factories. 
The trendy style preferred by most customers reflects the characteristic of the 
Shanghainese people, who are sensitive to fashion trends. The trendy items here may 
mean the items with modern style, which allow the consumers to distinguish them 
from the lower-end products which are locally produced. 
Many foreign brands of menswear in Shanghai are now produced by joint 
venture factories with imported designs and fabrics. This method lowers the cost and 
increases the profit margin of the retailers, and is expected to be adopted by more 
brands. As the government requires disclosure of the place of production to the 
consumers, the perceived country-of-origin will be more important than the actual 
one. Hence, building brand image as European or Japanese is important. Another 
issue is about the intellectual property. Since there may not be sufficient protection of 
the trademark, marketer should be cautious about any counterfeiters in the market who 
may ruin their prestigious images. 
- Price 
The concept of high price for high quality products is accepted by most 
consumers. In the case of absence of cues for quality, the brand and the price will be 
the only standards for evaluating the product. A high price strategy will be successful 
by complementing it with a quality brand product image. 
Here, the effects of pricing law and value added lax on pricing have not been 
accounted for. Marketer should be aware of the impacts which such laws and 
regulations may have on consumers. 
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Place 
Although it is believed that convenient location is not thai important for high-
end menswear, it is not statistically significant. Nevertheless, the location should be 
well known for famous brands or popular names. Since the motive for most of the 
consumers is to buy things, they go to their preferred department store or shopping 
center with the intention to shop. The image of the shopping center or department 
store is more important than the individual shop. In addition, consumers go to high 
class shopping centers to search for fashion information. Displaying trendy items in 
windows would help in building the image of a quality product"and trend leader. 
Besides the location of the outlet, the location of the factory is also an 
important decision since most foreign brands are manufactured locally. It is necessary 
to ensure timely delivery so the fashionable items will not become out-dated. Since 
the transportation network is far from adequate, the factory is better located close to 
the point of sales, but this would imply a higher cost as land and labor cost tend to be 
higher for places close to the cities. There is certainly a tradeoff between proximity to 
cities and cost of manufacturing and delivery. More in-depth study on this aspect is 
needed. 
Promotion 
Magazines are the most proper medium for advertising high-end menswear. 
Consumers get fashion trend information from the contents of the magazines as well 
as the advertisements inside. Close contact with the international and important 
fashion magazines especially for those entering China, will undoubtedly help. Since 
the quality of the local magazines is questionable, advertisements should be placed in 
• the international ones. It helps to establish the brand image through reports of the 
events of the company in those magazines (i.e., publicity). 
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As the competition for the high end market is quite keen, the marketer should 
be able to establish a unique image for the brand and ensure good awareness so as to 
differentiate his brand from others. 
In addition, attention should be paid to the local regulation and cultural taboos 
in designing the advertisement. 
As the consumers shop for fashion information, booklets introducing the 
fashion trend, as well as the brand itself, can be distributed to the consumers. 
Distributing booklets helps to build the informal channels of communication between 
the consumers and their friends/colleagues/relatives, especially if they share the 
booklets for reading at home or in their work environment. 
From the results, it is obvious that high income consumers tend to shop with 
others, although there is no statistical evidence that the majority tend to seek other 
people's opinions prior to purchase. Nevertheless, some of them would like to consult 
others. It is the same for those people who usually shop by themselves. He or she 
may come back to buy after searching for opinions. Hence, word-of-mouth or 
informal channels would be a possible way to establish the image. 
Personal Selling 
Salespersons' attitude is one of the important criteria inchoosing an outlet. 
Adequate training is essential to the success of an outlet. Since high end consumers 
tend to be purposive buyers, salespersons should be trained to understand what the 
customers have in mind. The results of the survey indicate that the majority of 
customers prefer to shop by themselves, but obtain services upon request. The 
salesperson should always be available to help whenever requested. Salespersons 
should try to encourage the return of the customers who shop by themselves. In 
addition, salespersons should persuade the customers and their friends as well, since 
customers need consensus in making purchase decisions. 
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To conclude, the behavior of customers is constantly changing, especially in a 
rapidly changing enviro誰ent like China. Studies in these areas in different economic 
development stages of China will be meaningful. Furthermore, the preference for 
style or fashion taste is abstract to describe. In-depth study in this area can explore 
more about the Shanghainese customers. To conclude, the potential for further study 





Since this is a judgment sample, salespersons may tend to survey people with 
some similar characteristics. In other words, the survey may fail to cover some people 
with different characteristics in the population which are potential or current 
customers, i.e. non-coverage bias. Since our survey was carried out in the shop with 
the same name in four different department stores or shopping centers, those 
customers who do not prefer the style of this shop will be excluded. In addition, the 
image of the department stores and shopping centers bias the kinds of customers 
shopping. In addition, in order not to affect the sales activities, the salesgirls who 
acted as interviewers most likely chose to conduct the interviews during non-peak 
hours, thus causing a bias in respondent selection. Non-response bias also occurs 
when customers refuse to be interviewed. 
There are also other non-sampling biases in the survey. One of them is 
response bias. The perception of the terms in the questionnaire may be different for 
different respondents. On the other hand, there may be some instrument variation 
owing to the different salesgirls who conducted the interviews. Since there was no 
training given to the salesgirls (only written instructions were provided), their 
interviewing techniques and different understanding of the questions may lead to 
variations. 
Also, there is often disparity between what people say they are going to do and 
what they actually do. The consumers' preferences derived from this survey may not 
reflect their actual behavior. In addition, fashion design and style is a very abstract 
term to describe. • 
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Since face-to-face interviews wer conducted by the salesgirls, some 
respondents may provide inaccurate answers to sensitive questions such as their 
monthly spending on clothing. 
Due to the reasons mentioned above, validity may be questionable. But the 
results should be applicable and valid for the brands studied, since present customers 
have been interviewed. It is also difficult to assess the reliability of the survey. 
Nevertheless, the survey provides some indications about the directions of the 
behaviour of the high spending group. 
The testing of hypotheses normally requires random samples. Although a 
judgmental sample was taken, the sample size is sufficiently large, so some 
conclusion may be drawn. 
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APPENDIX 1 
QUESTIONNAIRE FOR EXPLORATORY RESEARCH 
9 
Questionnaire for existing customers 
1. How did you come to know about the store? 
2. Why do you visit the store? 
3. How do you perceive the image of the store as well as the brands? 
4. Do you shop other stores as well for suits and casual wear? Which ones 
(shops and brands)? 
5. How do you compare this store against the others (in terms of image, price, 
product quality, shop display)? 
6. How frequently do you shop for suits and casual wear? 
7. Do you plan before you purchase or purchase impulsively? If plan, which 
factors are included in your plan? 
8. Do you usually shop by yourself or with others? With whom? 
9. What are the most important criteria in choosing which store to go to? 
10. What are the most important criteria in choosing which piece (brands) of 
merchandise to buy? Will other people (e.g., salesperson, spouses, friends) 
influence your decisions? 
11. How often do you wear suits? For what occasions/purposes? 
12. From what media do you know about named brands? 
Questionnaire for target customers 
1 • How frequently do you shop for suits and casual wear? 
2. Do you know about this store name? 
3. Have you ever visited the store? 
4. Can you recall the brands therein? 
5. Have you ever purchased any merchandise from the store? 
6. How do you perceive the image of the store as well as the brands? 
7. In which other stores do you usually shop for suits and casual wear? Why? 
. 8. How do you compare this store against the others? 
9. From what media do you know about named brands? 
Questionnaire for retail manager and salespersons 
1. Who are your target customers (e.g. income level, occupation, lifestyle, etc.)? 
2. Who are your existing customers (e.g. nationality, age range, sex, wearing 
style, etc.)? 
3. What are their shopping habits? Would they like to look around and make 
their selections themselves? Would they like to ask for product information in 
detail? Are there many frequent customers? 





Part I: Views on Harmony outlet 
1. Would you please name the brands sold by this outlet? 
(Allow more than 1 answer) 
—Kolbenhamer (w/ Chinese name) 
—Cerrut i 1881 
— N i n o Cerruti 
— J a c k Nicklaus 
一 Hart Schart & Marx 
— F i s c h e r 
— A l l y n Saint George 
— H a r m o n y (w/ Chinese name) 
— D o n ' t know 
2. Do you know where Harmony outlets are located? 
(Allow more than 1 answer) 
一 Hungchang shopping centre 
— D i c k s o n shopping centre 
__ Meimei department store 
— D o n ' t know 
3. How did you get to know this outlet? 
(Allow more than 1 answer) 
— M a g a z i n e s 
= T V 
— N e w s p a p e r s 
一 Friends 
— L i g h t box 
— A d s on bus 
— P a s s i n g by shopping centre/department store 
一 Others, please specify 
4. What is your major purpose for shopping? (Read out answers) 
一 To buy things 
— F o r leisure ‘ 
— T o kill time 
— T o know recent trends 
— O t h e r s , please specify 
5. Do you usually shop (read out answers)...? 
— b y yourself 
— w i t h spouse/girl friend 
— w i t h friends/colleagues 
— o t h e r s , please specify 
6. What percentage of yout monthly income is spent on clothing? 
— 0 - 1 0 % 
~ 11-20% 
_ 21-30% 
— 3 1 - 4 0 % 
— o v e r 40% 
56 
7. Please rate the importance of the following criteria in selecting an outlet to shop, where “ I •丨 is 
extremely unimportant, "7" is extremely important, (show card on scale and criteria) 
Extremely unimportant 丨 2 3 4 5 6 7 Extremely important 
Price of goods 丨 丨 丨 I I I I 
Variety of types of goods 
Variety of styles (depth of each line) 
Attitude of salespersons 
Atmosphere of outlet 
Quality of goods 
Sales service (e.g., delivery, warranty) 
Design of products 
Location 
8. Please rate the "Harmony" outlet in terms of the following criteria (show card on criteria and 
scale). 
1 2 3 4 5 6 7 
Price of goods Very cheap | 一 | 一 | 一 | 一 | _ _ | 一 | Very expensive 
Variety of types of goods Few 丨 一 | 一 | 一 | 一 | 一 | 一 | Many 
Variety of styles (depth of each line) Few 丨一 | 一 | 一 | 一 | 一丨一丨 Many 
Attitude of salespersons Very poor | 一 | 一 | 一 | 一 | 一 | 一 | Very good 
Atmosphere of outlet Very poor | 一 | 一 | 一 | 一 I 一 | 一 | Very nice 
Quality o f goods Very poor 丨 一 | 一 | 一 | 一 | 一 | 一 丨 Very good 
Sales service Very poor 丨 一 | 一 | 一 | 一 | 一 | 一 丨 Very good 
(e.g., delivery, warranty) 
Location Very convenient | 一 | 一 | 一 | 一 | 一 | 一 | Very 
inconvenient 
9a. Please rate the Nino Cerruti products in terms of the following criteria (show card on criteria and 
scale). 
Price of goods Very cheap 1—1 一|一|一|一|一| Very expensive 
Variety o f types of goods Few 丨 一 | 一 | 一 | 一 | 一 | 一 丨 Many 
Variety of styles (i.e. depth of line) Few 丨一 | 一 | 一 | 一丨一丨一丨 Many 
Design of products Very poor Very nice 
Quality of goods Very poor 丨一I一丨一丨一丨一丨一| Very good 
9b. Please rate the Harmony products in terms of the following criteria, (show card on criteria and 
scale) 
Price of goods Very cheap I — I — | 一 | — 1 — | Very expensive 
Variety of types of goods Few | 一 | 一 丨 一 | — | 一 丨 一 | Many 
Variety of styles (depth of each line) Few | 一 | 一 丨 一 丨 一 | 一 | 丨 Many 
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Design of products Very poor | 一 | 一 | 一 | 一 | 一 | 一 | Very nice 
Quality of goods Very poor | 一 | 一 | 一 | 一 | 一 | 一 | Very good 
10. To what extent do you agree that "higher priced products have better quality"? “ 1 •’ for extremely 
disagree and "7" for extremely agree. 
Extremely disagree | 一 | 一 | 一 | 一 | 一 | 一 | Extremely agree 
Part II. Personal information 
11. Sex: — Male — Female 
12. Nationality/Ethnic origin: 
— S h a n g h a i n e s e 
— O t h e r mainland Chinese 
— H o n g k o n g e s e 
— J a p a n e s e 
— T a i w a n e s e � 
_ Other foreigners 
13. Occupation: 
一 Employer/self-employed 
— G o v e r n m e n t official 
一 Professional “ 
— W h i t e - c o l l a r worker 
— B l u e - c o l l a r worker 
— O t h e r s , please specify 
14. What is your monthly income? (Show answers) 
_ Rmb 0-499 
— R m b 500-999 
_ Rmb 1000-1999 
— R m b 2000-4999 
一 Rmb 5000 or above 
Part III: the following part filled hy salespersons 
(Only for those who buy from the outlet) 
15. Does the person(s) who accompanies the customer in shopping give opinions on the products? 
- — Y e s -> goto Q.16 
— N o -> End 
— C u s t o m e r shops alone -> End 
16. How do you rate the influence of the person accompanying the customer? 
Extremely strong influence 丨一丨一丨一 |一丨一 |一 | Extremely weak influence 
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APPENDIX 3 
QUESTIONNAIRE FOR DESCRIPTIVE RESEARCH 
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Oucstionnairc: 
(Introduction read out by salespersons) Good morning/afternoon/ evening, we would like to conduct a 
short interview with you. All information will be kept confidential. Thank you for your assistance. 
1. Which of the following factors are important for you in choosing a retailer for buying suits? 
Would you please rank their importance? 
—Convenient location 
—Interior/atmosphere 
—Att i tude of salespersons 
— P r i c e 
— Q u a l i t y of product/Design 
— V a r i e t y of products 
— R e p u t a t i o n 
— C o u n t r y of origin 
> (If "important", please ask) Which one(s) of the following do you prefer? 
— U S — Europe 一 China 
— H K — Japan — Others, pis. specify 
— O t h e r s , please specify 
2. Which of the following design do you prefer? 
‘ — C l a s s i c 
— T r e n d y > How do you find out about the latest trends? 
— W i n d o w display _ Magazine 一 Newspaper — TV prog. 
—Friends/colleagues — Ads — Films 一 Others 
— W e l l - k n o w n designer 
— O t h e r s , please specify 
3. Which of the following attributes do you think quality products possess? 
— G o o d feeling to the touch 
一 Cutting 
— G o o d craftsmanship 
— H i g h e r price 
— N i c e outlook 
• — Foreign brands 
— O v e r s e a s manufactured products 
— O t h e r s , please specify 
4. Which of the following type of salespersons do you prefer? 
— t h o s e who accompany you and actively introduce products to you 
— t h o s e who accompany you and only provide service upon your request 
— t h o s e who leave you to shop by yourself and only provide service upon your request 
— o t h e r s , pis. specify 
5. How do you get to know reputable brands or outlets? 
•- — TV ads 
— N e w s p a p e r ads 
— M a g a z i n e ads 
— M T R ads 
— L i g h t box ads 
—Friends/colleagues/relatives 
— B u s ads 
— S o l d in prestigious shopping centres/department stores 
— o t h e r s , please specify 
6. Do you agree that higher priced products are usually associated with better quality'^ 
— Y e s _ N o 
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7. Do you usually shop by yourself or with others? 
— b y yourself 
— w i t h others > with whom? 
— w i t h spouse/girl friend/boyfriend 
— w i t h friends/colleagues 
— w i t h parents 
— w i t h brothers/sisters 
—others , please specify 
8. Do you consult others' opinions before buying a suit? 
— N o 






__ others, please specify 
9. What is/are your purpose(s) for shopping? 
— f o r leisure 
一 to kill time 
— t o know recent trends 
— t o meet friends 
— t o buy things 
— t o date 
—others , please specify 
Personal Information 
10. Sex: — M a l e 二 Female 








—Others , pis. specify 
13. How much do you usually spend on clothing in a month? 
- — R m b 0-199 
= R m b 200-499 
= R m b 500-999 
_ Rmb 1000-1999 
— R m b 2000 or above 
14. 卜lave you heard or seen these brands before? (show card) 
— N o 
— Y e s > Where? 
— T V ads 一 Newspaper ads — Magazine ads 
— M T R ads 一 Light box ads _ Friends/colleagues/relativcs 
— B u s ads 一 Dept. store window 一 Others, pis. specify 
曰期： 時問： 地點： 
問卷： 
(訪問員讀出）您好！我想跟您做一簡短的訪問’所得資料會保密’多謝您的合作° 
一 • 當你選擇店舖購買西裝時’你認爲以下那些因素是重要呢？請選擇三項，用1-3來 
排列。 
— 地 點 方 便 
_ _ 內 部 裝 修 / 氣 氛 / 格 調 
_ _ 售 貨 員 態 度 
_ _ _貨品價格 
— 貨 品 質 素 / 設 計 
_ _ 貨 品 種 類 
— 是 否 名 牌 
_ _ 生 產 地 點 
(如果產地重要，請繼續問）那些國家的產品你較喜歡呢？ 
(可選多過一項） . 
— 美 國 — 歐 洲 
— 香 港 — 日 本 
— 中 國 — 其 他 （ 請 註 明 ） 
— 其 他 （ 請 註 明 ） 
二 • 以下那類設計你較喜歡呢？ 
傳統 
= 時款你從那裡知道最新潮流呢？（可選多過一項） 
_ 櫥 窗 . _ 雜 誌 一 電 視 ， 
_ 報 紙 — 朋 友 / 同 事 — 電 影 
_ _ 廣 告 — 其 他 （ 請 註 明 ） 
— 著 名 設 計 師 
— 其 他 （ 請 註 明 ） 
三• 你認爲高質素的西裝擁有下列那些特質呢‘9 (可選多過一項） 
— 質 地 好 
— 剪 裁 合 身 
— 手工精細 . 
— 高 價 
_ _ “款式好看 
— 外 國 牌 子 
— 外 國 製 造 
_ _ .Pt他（請註明） 
四-•你較赛歡邪類售賀副 i iT? 
— 拷货員經常陪阵右’拉主動介紹黃品 
_ _ m 牙 M 經 常 陪 ’ R在(尔要求時f提供所需服務,意 
_ _ K货員讓你I.:丨丨r逛店“Rfx(纟;要求時彳'•提供所需服S .SAL 
— 》1；他（請註明) 
m 1 M ” 
u 
E . 你從什麼途徑知道有名的牌子或店舖？（可選多過一項） 
_ _ _電視廣告 報紙廣告 
二雜誌廣告 _ _ 地 鐵 廣 告 
燈箱厣告 — 朋 友 / 同 事 / 親 戚 
= 巴 士 告 —高檔商場 /百貨公司 
二其他(請註明） 
六.你贊不贊成高價西裝通常有較高質素？ 
_ _ 贊 成 
不贊成 
七.你通常一個人逛商店還是通常跟其他人一起逛商店？ 
_ _ 自己一個人 . 
— 跟 其 他 人 一 起 跟那些人一起逛呢？（可選多過一項） 
— _ 配 偶 / 愛 人 — 朋 友 / 同 事 




— 會 你會考慮那些人的意見呢？（可選多過一項） 
— 配偶/愛人 — 售 貨 員 
— 父母 — 兄 弟 姊 妹 
— 朋友/同事 — 其 他 （ 請 註 明 ） 
九• 你逛街的目的是甚麼呢？（可選多過一項） 
_ _ 娛 樂 — 與 朋 友 見 面 
= 消 磨 時 間 — 拍 拖 
_ _ 了解最新潮流 — 買 東 西 
_ 其 他 （ 請 註 明 ） 
1 
個人資料： i 
•h • 性別： 男 女 • || 
十--一.错烈： 1 . ！ 
卜二 . 職 業 ： I 
— 僱 主 / 自 僱 / 個 體 戶 — 幹 部 ！ 
_ _ _ 專 業 人 士 （ 例 ： 律 師 ） — 文 職 丨 
_ _ [：：人 — 營 _ ； 
其他（請註明） i 
— I • •  • - • - •丨•丨• — J 
I 
I-三•你毎個P]通常用多少錢在衣著呢‘？ 
_ _ 0 199圓 _ _ 200 199P 500-999^ 
=丨()()(）1999!nl 一 20QG圖以 L:. 
丨 弟2 M 
‘ 十四.你有沒有看過或聽過這些牌子？（請將牌子唔給客人觀看） 
_ _ 沒 有 7 
. 一 有 從什麼途徑呢？（可選多過一項） 
• 一 電 視 廣 告 — 報 紙 廣 告 
‘ _ _ 雜誌廣告 _ _ 地鐵廣告 
‘ 一燈箱廣告 _ _ _ 朋 友 / 同 事 / 親 戚 口 中 
• 一 巴 士 廣 告 _ _ 商 場 / 百 貨 公 司 _ • 








DETAILS OF JOINT VENTURE DEPARTMENT STORE/SHOPPING 
COMPLEX OPENED IN SHANGHAI IN 1993 
Name of Department Store / No. of Approx. Sales Date of 
Shopping Complex stories Area (sqm) Commencement 
Sincere Department Store 6 2,400 ~ 8/1/93 
Shanghai Orient Shopping Center 4 26,000* 10/1/93 
Golden World 4 3,000 15/1/93 
Sunrise Department Store 3 4,000 — 18/3/93 
Manhattan Plaza 4 5,600 18/4/93 
No. 1 Yaohan Nanjing Rd. Branch 1 1,200 — 28/4/93 — , 
"isetan 一 4 4,800 — 28/6/93 
Wings Department Store 6 8,000 — 28/8/93 
Mosta Commercial Building 5 7,000 8/8/93 
Shui Hing Department Store 4 8,000 18/10/93 — 
Total I 70,000 
* Gross area 
Source: "Retail Business in Shanghai," C.Y. Leung & Company Limited. Tropical 




COMPILATION FORMULA FOR 
TEST STATISTIC OF CHI-SQUARE TEST 
A 
、 - （ （ i 一 。 ； 〉 • 
J L 
•cl 
... f^cu (o-fk^ ^ u-fi^nn hu C 
"/T："、乂 
t 




COMPILATION FORMULA FOR 
TEST STATISTIC OF NORMAL APPROXIMATION TEST 
OF DIFFERENCE BETWEEN TWO PROPORTIONS 
Test statistic: 
l/n2)] where p' =(n,p,+ n2p2) / (n,+n2) 
Pi,P2 are sample proportions 
* n,,n2 are sample sizes 
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APPENDIX 3 
COMPILATION FORMULA FOR 
TEST STATISTIC OF NORMAL APPROXIMATION TEST 
OF PROPORTION 
Test statistic: 
(p-po) / V [PoCl-PoVn] where po=0.5 ； p is sample proportion ； n is sample size 
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